
 

 
 

 
	  

National	  Survey	  on	  Consumer	  Sentiment	  toward	  the	  	  

Consumer	  Financial	  Protection	  Bureau	  (CFPB)	  

	  

	  

	  

Survey	  Date:	  June	  5,	  2015	  –	  June	  10,	  2015	  
Published:	  June	  18,	  2015	  

	  

Embargoed	  until	  June	  18,	  2015	  at	  10	  AM	   	  



2 

	  

Executive Analysis 
The US Consumer Coalition/Zogby Analytics Poll of 3,225 likely voters and 3,604 adults 
nationwide revealed a treasure trove of information of how Americans view federal government 
agencies. In many instances there were little or no real differences among groups by age, party 
identification, age cohort, or even ideology. This analysis will feature the following Zogby 
Analytics-created age clustering: 

First Globals – (Born 1979-1997). They are 18 to 36 years of age and have a global sensibility 
unlike any other age cohort. They have traveled and desire to do more and are more a “7 and 24” 
age cohort than a “9 to 5” one. They value teamwork over individual accomplishment and favor 
problem-solving and consensus-building over institutional inertia. While more liberal than 
conservative, they are ushering a new debate: libertarian vs. communitarian. No fans of big 
government unless it works. 

Nikes – (1965-1978). This cohort was born into an America that was falling apart (race riots, 
political assassinations, humiliation in war, runaway stagflation, commodities pricing controlled 
from afar, and Roe v. Wade, and unprecedented levels of divorce. They were forced to make 
their own world – “Just Do It”. They are the most libertarian of any age cohort. 

Woodstockers – (1946—1964). The Baby Boomers. They are at once self-indulgent and 
rebellious. Because of sheer size (78 million, the largest until the First Globals), they reinvented 
every institution and core value at each step of the life cycle. From kindergarten through 
adolescence through the largest group – up to that time – to attend college. It was at college that 
they developed a base of operations to wage a youth rebellion. They are more ideologically 
conservative than liberal, but represent the first wave of true independents. 

Privates – (1926-1945). They are the “Greatest Generation”, but the next in line chronologically. 
They were nurtured in prosperity and the Cold War, a simpler world of “Us vs. Them” – “Good 
vs. Evil”. Their hallmark values are duty to country, responsibility for personal actions, nuclear 
family values, and traditional marriage. They are the most conservative of the age cohorts.  
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Awareness of Agencies 

Among the agencies tested, American likely voters said they were most familiar with the United 
States Treasury (73%), followed by the Federal Reserve (64%), the Federal Trade Commission 
(55%), the Federal Deposit Insurance Corporation (54%) and the Securities and Exchange 
Commission (49%). Much further down the list were the Consumer Financial Protection Bureau 
(19%), the Office of the Comptroller of the Currency (13%) and the Financial Fraud 
Enforcement Task Force (12%). While awareness grows for each agency with age, the order of 
the familiarity was constant.  There were really no distinctions in awareness by party 
identification either. 

Favorability of Federal Agencies 

Significantly more voters held favorable attitudes toward each of the agencies than had 
unfavorable views. Thus, the ratio of favorable to unfavorable ratings for the U.S. Treasury was 
60% to 16%, with 11% Not Familiar Enough to Make a Judgment. Democrats were most 
favorable (70%), followed by Republicans (59%) and independents (46%). But only 11% of 
Democrats were unfavorable, as were 18% of Republicans and  21 % of independents. True in 
every case, independents were the most likely to be unfamiliar – as were, not surprisingly, the 
younger groups. 

The Federal Deposit Insurance Corporation had a better than five to one ratio – 59% to 11%. 
And the pattern was the same with Democrats and Republicans both over 60% favorable and just 
10% unfavorable. The positive ratios were great for all age cohorts, ideologies, for all races. 

The view of the Federal Trade Commission was just over two to one – 45% to 21%, with 17% 
not familiar. Both parties were two to one, as were all age groups, races, and ideologies. The 
only real differences were the levels of familiarity. 

Almost one in three (31%) felt that Consumer Financial Protection Bureau deserved a positive 
rating to 14% who viewed it negatively. One in three (32%) were not familiar enough. The two 
to one or better ration held among all parties, ages, ideologies, and races. 

Both the Federal Reserve and the Securities and Exchange Commission do well, too. For the 
“Fed”, almost half are favorable (48%) while just 22% are unfavorable. Interestingly, the 
numbers are good across the board – Democrats (58%-16%), Republicans (47%-26%), 
independents (37%-26%), liberals (55%-18%), moderates (51%-19%) and conservatives (46%-
29%).  For the SEC, 40% are positive and 23% are negative. And again the numbers vary only 
slightly among the various sub-groups. 

More are favorable than unfavorable for both the Comptroller of the Currency (26%-12%) and 
the Federal Fraud Enforcement Task Force (27%-12%) – but in both cases better than one in 
three are not familiar. 
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In every case, First Globals – followed by Nikes – are less favorable toward the federal agencies 
than Woodstockers and Privates mainly because of two factors: younger Americans tend to be 
less aware of government operations and because of growing skepticism toward what are 
perceived as corrupt or less than competent agencies. Privates are most trusting and experienced 
with the workings of the federal government. 

Favorability of Private Agencies 

On the other hand, some of the private institutions we tested did not fare so well. For Profit 
Colleges received a 36% to 27% favorable to unfavorable rating, with 18% not familiar and 19% 
just not sure. These schools did much better among Hispanics (42% to 25%) and African 
Americans (45% to 24%) because of higher reliance on their services.  

Storefront Payday Loan and Cash Advance locations and Online Installment Loan Companies 
are generally held in low esteem. Only one in five (19%) were favorable to the storefronts while 
nearly half (45%) were unfavorable. Importantly the numbers were better among Hispanics 
(34%-33%) and African Americans (31%-36%) – but no bragging rights in either case. As for 
the online loan services, just 17% were favorable while 34% were unfavorable. Again 31% of 
the Hispanics and 27% of the African Americans polled were favorable. 

In these cases, younger age cohorts tend to be a little more positive toward these private entities 
(26%-25% for First Globals, 22%-33% for Nikes, 11%-38% for Woodstockers, and 5%-49% for 
Privates). Older Americans are less in need of these institutions and First Globals are about 40% 
non-white, the communities mostly targeted for payday and loan advance groups. 

The Consumer Financial Protection Bureau 

Certain factual statements about the CFPB were presented to respondents to determine levels of 
agreement and disagreement. Three in four (73%) agreed that the Bureau should be held to the 
same anti-discrimination standards as all other federal agencies. Only 4% disagreed. These 
strong numbers held up across the board, including 81% of liberals, 75% of moderates, and 72% 
of conservatives. 

Slightly more (77%) agreed that women with equal experience and qualifications should be paid 
the same as men at the CFPB. Only 6% disagreed – including 85% of liberals, 78% of 
moderates, and 77% of conservatives. 

A majority (54%) felt that officials who referred to the Bureau as “The Plantation” should be 
fired, while 14% disagreed. While Democrats felt strongest (63%-11%), Republicans (49%-
18%) and independents (46%-14%) leaned heavily toward firing. Three in five Hispanics (59%) 
and two in three African Americans (68%) also agreed that they should be fired. There was a 
majority of every age cohort. 
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One manager apparently called a CFPB employee a “f-ing foreigner”. Two of three (63%) said 
this person should be fired and only 10% disagreed. This sentiment was also across the board. 

A potential whistleblower about the above two incidents was told to “be quiet” by the Director. 
Sixty-six percent said the Director should be fired and only 10% disagreed. Again the feelings 
were equally strong among all sub-groups. 

Not surprisingly, Americans seem to not know very much about the CFPB, thus the public’s 
view can still be shaped one way or another. In testing other messages, we learned that the public 
wants to be protected against predators but it also wants individual privacy respected. For a short 
while after the horrors of 9-11 there was a consensus that favored government interference in the 
daily lives of Americans that sentiment has largely subsided. The change has also been 
developed as a result of exposes of excesses by the National Security Agency and revelations of 
other electronic spying. In this context, Americans are not willing to favor invasiveness by any 
other government agency, even one that is mandated to protect consumers’ rights.   

We also tested some messages that could work against the CFPB. Only one in five agreed that it 
should be able to collect and review credit card statements without consumers’ knowledge or 
collect these to and use the information to find out how and where consumers spend their money. 
Nearly three in five (57% and 56%) disagreed with both statements. While Hispanics (31%-27%) 
and African Americans (25%-25%) were more agreeable than other subgroups, the differences 
were not game-changers. 

And the respondents are simply not sure if the “Consumer Financial Protection Bureau (CFPB) is 
utilizing the private information from Americans' personal credit card statements for consumers' 
own benefit”. Only 26% agreed and 27% disagreed, while the rest (47%) were either not familiar 
enough or not sure. All ideological groups were basically on the same page; however, 44% of 
Hispanics and 34% of African Americans agreed. 
 
More Americans are doubtful that the CFPB can “protect credit card information and personal 
data … from hackers” than believe it has the capability. One in three disagreed (34%) and only 
29% agreed. Nor were they confident that the agency is “safeguarding credit card data… and will 
do everything possible to prevent it from getting it into the wrong hands. One in three agreed 
(35%) while 26% disagreed – but the remainder (40%) was either not familiar or not sure. 
 
The upshot of this exercise is simple: after several years of existence, Americans do not feel that 
the CFPB has enhanced their lives. Only 8% said that the CFPB’s data collection is better than 
NSA’s reviewing of domestic phone and text records, 12% said it is worse, and 43% said it is 
about the same. These sentiments were across the board among all subgroups tested. 
 
Whose Responsibility Is It to Protect Consumers? 
 
Not the government’s, apparently. Seven in ten (69%) disagreed that the government should be 
able to tell consumers how to spend their money or how to make financial decisions for their 
own families. Only 18% agreed. The one question that broke along ideological and party lines 
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was whether or not “it is the government’s responsibility to protect people from bad loans and 
mortgages even if the terms are presented to people”. Forty-four percent agreed – including 58% 
of Democrats, 53% of Hispanics, 59% of African Americans, 58% of liberals, and 50% of 
moderates. But 38% disagreed – 52% of Republicans 42% of Woodstockers, 54% of Privates, 
and 50% of conservatives. 
 
Ultimately, a solid majority (71%) agreed that it is the consumer’s responsibility to determine 
whether or not to take out loans and mortgages with unfavorable terms as long as they are 
presented clearly. Only 15% disagreed.  Again, there were substantial majorities among all 
subgroups. Almost as many (65%) said consumers should be able to make their own decisions in 
applying for payday loans, even with exorbitant rates. Democrats at 65% were just about as 
sanguine on this point as Republicans (70%). Seventy-one percent of conservatives agreed, but 
so did liberals (63%) and moderates (62%). 
 
Only one in four (25%) agreed that the CFPB “should be able to restrict access to without the 
approval of Congress or the American people” even though consumers overwhelmingly approve 
of a product. Nearly half disagreed (46%). A majority of Republicans (53%) disagreed, but so 
too did 41% of Democrats and 45% of independents. Only Hispanics (41% agree-34% disagree) 
and African Americans (37% agree-36% disagree) were not upside down on this questions. 
 
Very few (30%) felt that the CFPB should essentially operate without Congressional oversight 
even if “it is designed to protect consumers by enacting federal regulations that prevent 
consumers from making bad decisions”. Two in five (39%) disagreed. There was more support 
for this independence among Democrats (37%) than Republicans (24%) and independents 
(26%). 
 
By a factor of 54% to 21% voters disagreed that the CFPB should “be able to restrict consumers’ 
ability to take out short-term loans. All subgroups disagreed by about the same two to one ratio. 
An even stronger majority – 61% to 18% -- disagreed that the CFPB should “be able to tell 
consumers who they can borrow from and for what purposes”. This included liberals (58% to 
21%), moderates (58%-20%) and conservatives (68% to 21%).  
 
Huge majorities felt that it is very important to them that the agency “ask permission to spend 
taxpayer money” (60%) and that it “has spent over $215 million for office renovations when it 
was originally budgeted for one third of that” (62%). More than three in four (78%) said the 
CFPB should “have to go to Congress and get its budget and appropriations approved just like 
other agencies”. Only 7% disagreed. 
 
Finally we offered two options for the optimum structure for the CFPB: 
 
Statement A: Some argue that the Consumer Financial Protection Bureau (CFPB) has a 
structure without any accountability to the American people because (1) it falls under the 
jurisdiction of the Federal Reserve - which itself many argue has no accountability to the people 
- and because (2) the CFPB's decisions, which affect almost every American consumer, are made 
by one, unelected person without any oversight from Congress. Because of this lack of 
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accountability, the CFPB should instead be led by a bipartisan panel representing all political 
views and be monitored and accountable to an elected body of officials such as Congress.  
 
Statement B: By contrast, the Consumer Financial Protection Bureau (CFPB) has been uniquely 
and intentionally structured to insulate it not only from interest group influence and executive 
interference, but also from congressional control. Congress deliberately constructed the CFPB 
to lock in a commitment to consumer protection. While the CFPB is more independent than most 
administrative agencies, the bureau still holds institutional connection and obligations to 
Congress, the Federal Trade Commission (FTC),and various prudential regulators, including 
the newly created Financial Stability Oversight Council. 
 
By a factor of 39% to 26%, voters preferred a structure for the CFPB that is based more on 
Statement A than Statement B. All subgroups followed suit. 
 
Lessons 
 
Bipartisanship is not the operative rule of engagement in policymaking inside the Beltway today. 
However we found some widespread agreement among some otherwise disparate groups. 
Americans are fearful of federal creep and in fact favor rolling back some of the agency 
regulations and operations that appear threatening to their rights of privacy and personal 
responsibilities.  
 

1. The CFPB has not yet established itself firmly in the public mind so there are 
opportunities to mold and shape it to fit a cultural context that eschews invasiveness; 

2. While some groups favor some federal intervention on behalf of consumers more than 
other groups, there does not seem to any real wide variations among subgroups nor levels 
of intensities that would suggest a public fight to protect the CFPB as it currently exists. 

3. These are tough economic times and some consumers – for better or worse – are more 
reliant on payday loans, online financing/payment structures, and consumer protections 
than others.     


